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Abstract 
 
In the age of globalization, a university’s brand has a crucial value in facing change, competition and challenges set forth by the 
sometimes confusing expectations of the society. The current paper discusses the importance of image audit and possibilities to 
work with the inner stake-holders’ perceptions in order to consolidate and promote the university brand. The authors have relied 
on sociological surveys and image of organizations as main instruments while carrying out the research in 2011-2012, on a 
sample of 1099 students and 532 professors from Politehnica University of Timisoara (UPT), determined by probabilistic 
methods, namely through stratified sampling in the first phase and the second phase sampling group, with a rate of responses of 
71%. Among the items measured in the case of students were: reasons for choosing the specialization offered by UPT, students' 
information sources when selecting a college, institutional attributes of the university’s personality. Professors have been asked 
to evaluate, among other items: the communication channels and their efficiency in institutional communication, their evaluation 
of the position of Politehnica University as compared to other universities in Romania and abroad, institutional attributes of the 
university’s personality. The results were then subjected to quantitative and qualitative analysis. Recommendations and 
conclusions point at the necessity of communication campaigns and strategic planning for consolidating the image anchors 
identified through the methods discussed in the paper.  
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1. Introduction 
 
Practitioners and analysts alike share the opinion that organizations need a strong image in order to secure 
success. Promoting this image depends, to a large extent, on the capacity of the organization to shape, maintain and 
develop its culture. This culture enables the organization to use its inner public as image ambassadors, and to project 
coherent, strong signals that sustain the desired image and help create the brand of the respective organization. 
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Universities, even when considered as special types of organizations, need to focus on their culture, image and 
brand, in order to give an adequate response to the many challenges that the contemporary society places in front of 
the higher education system worldwide. The uncharted waters of change (Aviram, 2010) ask from university leaders 
to reconsider the modus operandi of higher education institutions, while the university needs to preserve its values 
and uses in order to survive the postmodern storm. The current study focuses on identifying the elements that create 
the culture of a Romanian university and that can further be used to develop a strategy for branding. The study 
undertook the form of an internal audit, based on a sociological investigation of the educational partners that form 
the substance of the university (Gasset, 1999): students and professors. The authors share Olins’s belief that 
universities, among other types of organizations such as operas, charities, and football clubs have identities that help 
them to face challenges coming from globalization, competition and market forces (Olins, 2004, p. 29).  
 
2. Case study: Students’ and professors’ perceptions on Politehnica University 
 
The year 2011 was a major turn point for Romanian higher education system, mainly because the new Law on 
National Education no.1/2011 changed the model of academic governance (Appendix A). Second, it was the year of 
implementing a large number of actions leading to the qualitative change in the higher education system, on its way 
to integration into the European Higher Education Area. Among these actions we highlight the institutional 
evaluations leading to creating ranking mechanisms and differentiation among Romanian universities, operation 
piloted by the European University Association(http://www.eua.be/Home.aspx)As a result of this evaluation, Politehnica 
University Timisoara (Appendix B) was recognized as being in the top 12 advanced research and education 
universities of Romania (Consiliului National de Atestare a Titlurilor). In order to ensure the smooth implementation 
of the new provisions of the law and to increase university’s capacity to operate on a national and even international 
arena, an internal audit was carried out, as a basis for the future strategic plans. The audit aimed at highlighting the 
universities culture, at decomposing the elements of this image and at identifying the strong and weak elements in 
the perceptions of the educational partners, students and professors.  
The study reached a corpus of 1099 students and 532 professors. The sample of students (N1 = 1099) was 
established by probabilistic methods, namely stratified sampling in the first phase and sampling group in the second 
phase. The stratification was made proportionally, to reach students according to the faculty distribution in the 
university. As far as the population of professors in Politehnica University Timisoara (UPT), out of a total of 750 
questionnaires distributed 532 were returned (N2 = 532) which represents a rate of 71 %. Research objectives for 
students were: reasons for choosing specialization by UPT students, aspects of which have been taken into account 
were: the reasons for the choice of college; sources of information regarding admission to college; appreciation of 
university as compared to other universities in the country or abroad; institutional attributes of the university’s 
personality; UPT appreciation in terms of statements provided in the questionnaire assessing how their 
specialization or the university as a whole is seen by students. Research objectives for professors were: professors 
appreciation on communication within UPT at the university, faculty, department chair levels; professors’ 
appreciation of UPT on issues such as career development, the role of personal relationships in internal promotion;  
professors’ perceptions on UPT as compared to other universities in the country and abroad; university’s 
institutional aspects of personality; how the current situation in UPT was perceived as compared to the previous 
years and how professors saw it in perspective to the future, etc.. 
The research instrument used was self-administered questionnaires in both cases. In the framework of the current 
paper we present the institutional attributes of the university’s personality seen by UPT students and professors 
(flexible, efficient, logical, honest, tolerant, reliable, modern, transparent, traditional, trendy, efficient, competitive, 
distinguished, distinguished, keeping its’ word, familiar, elitist).  
 
      Table 1. Politehnica University seen by students 
According to your perception, UPT is… (1 – lowest, 5 – highest) 1 2 3 4 5 Average 
Flexible 14,9% 26,9% 32,4% 17,5% 8,3% 2,78 
Efficient 1,8% 8,4% 26,7% 41,3% 21,8% 3,37 
Logical 3,5% 10,1% 28,1% 38,6% 19,7% 3,61 
Sincere 9,3% 16,2% 33,2% 26,6% 14,7% 3,21 
Tolerant 12,7% 21,7% 34,4% 22,0% 9,2% 2,93 
Credible 3,1% 7,1% 24,4% 38,8% 26,5% 3,79 
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Modern 2,8% 8,7% 24,6% 37,1% 26,8% 3,76 
Transparent 14,2% 19,9% 36,8% 18,8% 10,3% 2,91 
traditional 3,5% 8,9% 16,3% 29,4% 42,0% 3,98 
trendy 12,0% 15,5% 32,9% 25,3% 14,3% 3,14 
effective 1,4% 5,1% 19,3% 39,5% 34,8% 4,01 
competitive 1,6% 5,2% 17,5% 37,7% 38,1% 4,05 
distinguished 3,8% 6,7% 26,9% 38,0% 24,7% 3,73 
distinctive 4,7% 7,9% 32,2% 34,6% 20,5% 3,58 
keeping its’ word 4,4% 10,3% 30,3% 34,0% 21,1% 3,57 
familiar 8,1% 18,2% 37,4% 26,8% 9,6% 3,12 
solid 3,0% 5,4% 24,4% 41,5% 25,6% 3,81 
elitist 6,4% 12,2% 36,9% 28,6% 15,8% 3,35 
 
       Table 2. Politehnica University seen by professors 
According to your perception, UPT is… (1 – lowest, 5 – highest) 1 2 3 4 5 
Avera
ge 
flexible 7,4% 11,7% 33,0% 38,8% 9,1% 3,31 
efficient 5,2% 12,3% 35,1% 38,5% 9,0% 3,34 
logical 4,7% 10,6% 30,3% 36,6% 17,7% 3,52 
sincere 7,7% 13,5% 34,9% 32,3% 11,7% 3,27 
tolerant 2,4% 6,9% 30,6% 43,3% 16,8% 3,65 
credible 2,9% 6,6% 24,1% 43,8% 22,6% 3,77 
modern 2,1% 8,3% 27,9% 41,8% 19,8% 3,69 
transparent 4,5% 16,1% 34,4% 31,7% 13,4% 3,33 
traditional 1,1% 2,3% 7,1% 23,7% 65,8% 4,51 
trendy 4,1% 12,6% 39,8% 32,7% 10,7% 3,33 
effective 2,3% 9,6% 31,9% 41,5% 14,6% 3,57 
competitive 2,7% 8,3% 31,8% 42,2% 15,0% 3,59 
distinguished 2,8% 9,2% 26,1% 36,7% 25,1% 3,72 
distinctive 1,4% 5,9% 31,8% 40,1% 20,8% 3,73 
keeping its’ word 4,0% 6,6% 26,9% 42,4% 20,1% 3,68 
familiar 3,8% 11,3% 37,9% 35,1% 11,9% 3,40 
solid 3,6% 6,9% 24,3% 40,7% 24,5% 3,76 
elitist 7,9% 18,3% 32,7% 31,7% 9,3% 3,16 
 
It can be seen that in the student’s case regarding the elements of the University’s personality, 13 results are 
positive, 1 is negative and 4 are neutral, giving a capital of positive answers of +12. In the case of professors, with 
most results situated over 3.20 % (average), the tendencies in the perception of the university image are positive. 
The lowest level is achieved by the parameter “elitist”, but this is a positive feature too.  
 
3. Discussion 
 
The internal audit regarding the university image shows that Politehnica University Timisoara succeeds in 
carrying out a transfer of university culture from professors to students, to a large degree, thus showing its capacity 
not only to transfer knowledge and create professional competencies. As Gasset,(1999) put it, the university, 
generically speaking, has to also transfer culture and create a community of values. The differences in perceptions 
between the two groups have a number of explanations: the degree of knowledge of the organization (stronger – in 
the case of professors), the exercise of evaluation, the capacity to voice a preference. It is useful for the academic 
management to see that most professors view the university as traditional, as well as solid, distinctive and 
distinguished. Students share these beliefs to a large extent. This leads to the conclusion that Politehnica has a 
strong organizational culture and that it can rely on its internal public – students and professors – to act as image 
promoters in the future. The institutional attributes identified and described as above can be seen as image anchors 
in the effort to build a strategy for developing and consolidating the university brand Cernicova, Dragomir & Tiru, 
(2013).Within such a strategy both students and professors can act as brand ambassadors, since they share common 
values, an emotional tie with the university, loyalty and a similar way of appreciating the university. Cultivating the 
brand and working along image vectors should stand, in our opinion, high among the priorities of responsible 
academic leaders. Further, due to globalization processes, the survival and development of universities depend on 
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their capacity to cope with changes in the environment. It is also vital for universities to rely on solid strategies, 
rooted in documents, practices and realistic evaluations of their situation and modus operandi. Auditing is a long 
and troublesome process, but we believe that it creates clearer images and enhances the university’s capacity to gain 
control over its evolution and future.  
 
4.  Conclusions 
 
The integration in the European Higher Education Area and the global competition of universities, struggling to 
remain in the preferences of students are, for most European universities, not only for the Romanian ones, key 
processes to be taken into consideration when discussing the condition of the University in the 21st century. 
Teachers and students together are the ones that define the organizational culture of a university. This is why our 
case study focused on the perceptions of these two categories of public. Moreover, the institution we selected for the 
case study has as moto relating to students and teachers alike: "It is not the walls that make a school but the spirit 
living inside it. I am strongly convinced that the youth and academics will be able to maintain this spirit to the 
highest levels" (King Ferdinand I of Romania,  at the opening ceremony of the Electromechanical pavilion of the 
Polytechnic School of Timisoara, November 11, 1923, in Robu et alii, 2010). We proposed a model of audit and a 
discussion of the sensitive topics of university image. University managers, teachers and students, policy makers, 
and communication specialists, image consultants and sociologists who analyze trends in society need such results 
to understand the complex issues of educational topics. The findings and recommendations derived in the case study 
can be used for the scientific piloting of academic management, brand creation and strengthening academic life. A 
strong organizational culture involves the loyalty and sharing of values on the part of educational partners, students 
and teachers alike. Branding universities is the next step to take. Cultivating the brand and working along image 
vectors should stand high among the priorities of responsible academic leaders. 
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Appendix A. Changes in Romanian Higher Education initiated in 2011 
 
The National Education Law no. 1/2011 established the structural changes in Romanian higher education 
institutions, applicable after the academic elections of 2012. Among the most important effects are the following: 
- Consolidation of the National Framework of Qualifications in Higher Education (by the approval of the 
methodology for implementation OMRCTS no. 5703/18.10.2011); 
- Assessment of universities for ranking purposes (Decision no. 789/2011 of the Ministry of Education);  
- Creation of the National Council for Financing Higher Education (Order no. 4390/2011).  
 
Appendix B. Politehnica University Timisoara at a glance 
 
Politehnica University Timisoara (UPT), founded in 1920, was the first higher education institution in Western 
Romania, after the unification of Romanian provinces following the 1st World War (1918). Currently the University 
has 10 faculties, 25 departments and 25 research centers. It educates approximately 15,300 students. It employs 800 
professors and 900 auxiliary personnel. During its 90 years of existence, Politehnica University Timisoara produced 
over 100 000 engineers, greatly appreciated at the national and international level for their competence. UPT has 
bilateral agreements with 130 universities, mainly European, but also from USA, Japan and New Zeeland. It is 
affiliated to 22 professional associations, comprehensive professional or specialized in technical sciences. 
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